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A LOOK BACK AT RTM 2018

« The 2018 RTM campaign reached 31.8M ad aware house holds and influenced 1.2M Utah trips.

« The Connected TV campaign was the first Tourism advertising campaign to track physical arrivals post

ad exposure.

« Online, the campaign tracked over $7.7M in hotel booking revenue, tracking more than 1.2M ad-

exposed pageviews.

« The campaign generated $26 in tax revenue for each dollar invested.

« **SMARI recommends generating more overlap across advertising mediums.**
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CONNECTED TV & ARRIVALIST
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RTM 2018 RECAP

FEBRUARY MARCH APRIL MAY JUNE JULY AUGUST SEPTEMBER
High Spenders Test
ONLINE TEST $240,000
RTM 2018
NATIONAL CABLE [ ] 3,258,233
SPOT TV [ $100,715
Las Vegas
CONNECTED TV I $300,000
Los Angeles, Phoenix,
Las Vegas
OUT OF HOME ] $217.866
Denver, Los Angeles
PRINT
United Airlines Magazine Advertorial $81,659
DIGITAL MEDIA $1.,400,000
TOTAL SPEND: $5,608,473
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THE NATIONAL PARK TRAVELER

The mean age of the national park visitor is 46

Core demo of Adults 25-54, 43%/57% Male/Female Skew

Mean household income of $114,151 exceeds the national average of $86,133

Educated, professional, family oriented with a wide range of hobbies and interests including the arts,

politics, sports and food

Active outdoors: hiking, biking, kayaking, camping, and rafting

Generations span Millennials, Gen X and Boomers

Source: 2017 Doublebase GfK MRI IITAH
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MRI - DEMOGRAPHICS (AGE)

- Families: Anyone who is married and has a children under the age of 18.
- Repeat Visitors: Previous vacation travelers to Colorado and/or Utah

- Achievers: People who choose active vacations with lots to do on their travels.

Families Repeat Visitors Achievers
27 101 132
173 104 122
Y& A35-44 282 101 111
Y& A45-54 113 119 101
A55-64 39 95 84
A65+ 15 82 64
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MRI - DEMOGRAPHICS (GENDER & MEAN VALUES)

- Families: Anyone who is married and has a children under the age of 18.
- Repeat Visitors: Previous vacation travelers to Colorado and/or Utah

- Achievers: People who choose active vacations with lots to do on their travels.

Families Repeat Visitors Achievers
Men 102 104 96
Women 98 96 104

Families Repeat Visitors Achievers
Mean Age 41.5 45.6 43.0
Mean HHI $109,464 $118,254 $90,494
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MRI - VACATION ACTIVITIES

Families R_epeat Achievers
Visitors

Running/Jogging 142 Skiing 1153 Running/Jogging 250
Sightseeing 126 Backpacking/Hiking 629 Skiing 215
Visit Nat’l Park 126 Visit Nat’l Park 494 Bicycle Riding 209
Backpacking/Hiking 126 Visit a Spa 460 Visit a Spa 167
Visit cultural historica 105 Bicycle Riding 353 Backpacking/Hiking 165
Fishing 191 Visit cultural historica 308 Visit Nat’l Park 160
Skiing 121 Fishing 271 Fishing 144
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MEDIA PLAN RECOMMENDATIONS

Make adjustments to last years campaign to further narrow in on our target audiences.

Continued growth in Linear and Connected TV tactics and data collection.
- SMARI Integration.

Continue Online Advertising in Canadian markets.

Retarget past visitors and recommend new travel itineraries.

Continue to innovate!
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BUDGET BREAKDOWN STRATEGY BIG
DATA - ADDRESSABLE & CTV

Media 2018 2019 Difference Pell'\:l:zg;:ge
National Cable $3,258,233 $1,842,320 -43% 30%
Addressable Cable - $500,000 8%
Spot TV $100,715 - - -
ConnectedTV $300,000 $1,300,000 333% 21%
OOH (LA & Denver) $217,866 $217,866 4%
Print $81,659 - -
Digital $1,400,000 $1,730,215 24% 29%
Total (Struck/Love) $5,358,473 $5,590,401 4%
PPC $225,000 $187,500 -17% 3%
Social $368,300 $275,000 -25% 5%
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2019 FLOWCHART

Utah Office Of Tourism
3 Season 2019 Media

FEBRUARY MARCH APRIL MAY JUNE

Digital Audience launch
Digital Pre-Roll Display"Audience"

RTM 2018

NATIONAL CABLE I [ [ ]
Addressable Cable - - -

CONNECTED TV
National

OUT OF HOME
Denver, Los Angeles

DIGITAL MEDIA

TOTAL SPEND:
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VIDEO REACH

%TV

Platform TV HHs HHs Budget IMP Reach Freq CPM
National Cable 96,879,200 81% | $1,842,320 88,149,282 28% 3x $20.90
Addressable Cable| 67,500,000 56% $500,000 13,698,630 9% 8x $36.50
Connected TV 70,381,300 59% | $1,300,000 43,333,333 7% 14x $30.00
Totals:| $3,708,742 145,181,245 $25.55
*Nesional Geblo Gost sttt based on 50 spot placement. HTAH
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MEDIA PLAN BENEFITS

« Most targeted marketing strategy, with a narrowed reach.
« National Connected TV campaign supplemented with mix of Network and Addressable Cable

- Potential collaboration between SMARI and our Connected TV partner - Surveys will be

distributed to people who were exposed to the Connected TV campaign.
- Arrivalist integration with the entire video campaign, both National TV and Connected TV.

- Website/location lift study from addressable partners

- TripAdvisor Rich Media competitive campaign - Oxford Economics Impact Studly.

- Retarget past visitors of Utah national parks with video/native content (Pre-Roll,

Connected TV, Native). LITAH
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SO WHAT DOES THIS ALL MEAN?
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AVAILABLE THROUGH ARRIVALIST
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Addressable Cable - - -

CONNECTED TV
National

OUT OF HOME
Denver, Los Angeles

DIGITAL MEDIA

TOTAL SPEND:

LIFE

HITAH

ELEVATED



Thank You [ﬁ




